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摘  要 
I 





































The Development Strategy of Provincial SAT-TV News Programme:Building Regional Brands 
II 
Abstract 
At present the overall situation of provincial satellite television (SAT-TV for 
short) news programme is far from being satisfactory. It has been marginalized in the 
ranking of provincial SAT-TV channels, but in the meantime it is incapable of bracing 
up. Confronted with such condition, this paper points out that news programme plays 
a significant role in the development of provincial SAT-TV: it can help provincial 
SAT-TVs dominate the market and lessen market risks, and outstanding news 
programme can be set up as an important token of a high-quality and high-profile 
provincial SAT-TV. Therefore, news programme must not be considered as a 
“resource of marginal importance”. 
Then how to make a success of provincial SAT-TV news programmes? This 
paper puts forward a strategy of building regional brand. This strategy requires 
provincial SAT-TVs to take account of the necessity of audience and market so as to 
succeed in brand positioning by means of fully exploiting the regional news resources 
and thoroughly exploring the characteristics of local economy, culture and politics 
and so on. Then those characteristics should be incorporated into the news 
programmes to equip the programmes with good brand image and distinctive brand 
individuality, thus to enhance the audience’s loyalty to the brand and to improve its 
market share as well as dissemination effect.  
This paper also interpret s the strategy from the perspectives of macro-planning 
and business measures. On the macro level, this paper holds that provincial SAT-TV 
news programme should take its locational advantages, and under the general 
direction of regionalization, identify the distinction between itself and competitors to 
succeed in brand positioning. Provincial SAT-TV news programme could build its 
brand image on the bases of authority, depth, affinity and characteristics. Furthermore, 
it could build its unique brand individuality through special contents and specific 
expressions. 
Finally, combining with actual instances of provincial SAT-TV news programme 
and from an angle of news business, this paper probes into the specific measures it 
should take to successfully build regional brand. Principal explorations will be made 















in the news programmes guided by the idea of “great regional news”, how to build the 
brand individuality in the individual form of expressions, how to do well in the 
in-depth reports and critical reports, how to do well in the news about people’s 
livelihood, how to do well in the reports on important events. This paper will then 
exhibit that these six aspects are of great significance and value for provincial 
SAT-TV news programme to build regional brand.  
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① 这两篇论文分别是滕晓华在暨南大学，辛文娟在兰州大学的硕士毕业论文。 
② 如马涛，《<1860 新闻眼>从“民生”到“民情”的转型》，《市场观察·媒介》2007 年 3 期；高传
智《借<1860 新闻眼>看“公共新闻”的本土实践》，《现代传播》2006 年第 5 期；《从民生新闻到公
共新闻——以<1860 新闻眼>、<南京零距离>和<都市现场>为例》《新闻界》2005 年第 1期等 
③ 如于丹，《频道专业化趋势下栏目的创作思潮与品牌冲刺》，《声屏世界》2002 年第 3期；吴燕《新闻主
持艺术中的受众本位意识——从湖南卫视晚间新闻和第七日说开去》，《新闻与写作》2003 年第 5 期等。 
④ 如王今、张步中《纵横南粤大地，激荡民情民意——广东卫视<社会纵横>舆论监督谈》，《南方电视学刊》























(《中国广播电视学刊》2006 年第 6 期)等几篇文章中对其具体操作方法及其对
频道品牌建设的意义进行阐述。二是把省级卫视的新闻节目看成一个整体，对其
生存的现状和发展策略进行宏观阐述。CSM 的《<中国电视新闻节目市场报告 2007































































                                                        
① 以上关于区位和区域的定义参考了高洪深《区域经济学》的观点，中国人民大学出版社，2002 年。 








































































苏、陕西、黑龙江、北京和山西的省级电视频道上星。1998 年 10 月起，宁夏、























































前 10 名广告收入总和是 31.46 亿元，只是央视（41 亿元）的 0.77 倍；2002 年，
省级电视台前 10 名广告收入总和 74.44 亿元，是央视（63.84 亿元）的 1.16 倍；
2003 年，省级电视台前 10 名广告收入总和 88.1 亿元，是央视（75.3 亿元）的
1.17 倍；2004 年，省级电视台前 10 名广告收入总和 96.67 亿元，是中央电视台
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